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ONTARIO CONSUMER ISSUES 


Some time ago, Deputy Minister Robert Butler and I 
agreed that in order for the ministry to be more 
responsive, we required a more accurate perception 
of our most important client group, namely consumers. 
How do consumers perceive the role of this ministry? 
What are their priorities? What do they expect from 
us, from industry and from the marketplace? 











With this in mind, we initiated the project which 
resulted in this report. Our research group 
established the parameters and engaged the services 
of an independent research organization to conduct 
the survey. A respected academic then worked with 
our officials to analyse the results and prepare 
the report. 


The value of "Ontario consumer issues" is twofold. 
Initially, it will tell us what we are doing right 
and in which areas we should focus our resources 
and energies in future. The second benefit is 
equally as important. This study provides a 
benchmark. By conducting a similar survey at a 
future date, the effectiveness of interim forces in 
the marketplace will be reflected by changes in 
attitudes, perceptions and knowledge. 


I'm confident that the knowledge which we have gained 
will help us to define our role and channel future 
efforts in the best interest of both the consumer 

and business communities of this province. 






Larry Grossman, OVC. 
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I BACKGROUND 


De a ne recenc.yearsynconsumersiiave expressed -incredasing 
concern with their efforts to meet their needs in the mar- 
ketplace. Concurrently, they have voiced growing criticism 
of existing buSiness practices. As a result, citizens have 
tended to look increasingly to governments to involve them- 
selves in the marketplace in the public interest. 


2. For governments, this intensifies several problems. 
One is picking priorities. Public demands for government 
services seem limitless; public resources are not. Another 
problem is justifying those priorities. Everyone concerned 
wants evidence that government programs are well designed 
and worth the cost. 


3. In this situation, hammering out a well-conceived 
program of government action requires discipline, discrim- 
ination and information. Above all, it necessitates infor- 
mation as to which of many possible actions the public would 
most want a ministry to undertake. 


4. In Ontario, as elsewhere, the options are numerous 
and information on the public's awareness, attitudes and 
priorities has been sparse. Hence this study. 


ieee UREOS Er 


Against that background, the objectives of this study 
are: 


1. To identify those product and service areas which, in 
the opinion of Ontario citizens, most need improvement. 


2. To identify those business practices which, in the 
opinion of Ontario citizens, most need corrective action. 


3. To identify areas where Ontarians are uninformed or 
misinformed about available remedies for their consumer 
problems. 


4. To establish a benchmark of public awareness, atti- 
tudes and concerns so that, through similar subsequent stud- 
ies, the Ministry can identify and respond to changes in 
consumer issues. 


III SUMMARY OF METHODOLOGY 


1. <A province-wide personal interview study was commis- 
Sioned by the Ministry of Consumer and Commercial Relations. 
This study was designed to measure attitudes among consumers 
18 years of age and over. 


2. The questionnaire was pretested. 
Bein this, Cue Lirst veat OL a. tracking study, a total 
of 956 interviews were conducted. Interview dates were 
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4, The province was divided into six regions: 


Eastern Ontario Southwestern Ontario 
Hamilton/Peninsula Central/Bruce 
Metro Toronto Northwestern Ontario 


5. A minimum of 150 interviews were to be completed in 
each region. Sampling within each region was proportional 
to urban/rural population. 


6. Because the sample size was to be equal in each re- 
gion (approximately 150) and therefore disproportionate to 
population within the province, weighting factors were in- 
troduced to reflect the proper population profile. 


7. A detailed methodology, including the questionnaire 
and sample maps, is provided in the appendices. The appen- 
dices are drawn from the Complan report. 


IV . HIGHLIGHTS 


1. While most people do not see business as naturally 
altruistic (Table 2), they seem to believe that, when sub- 
ject to checks and balances, companies are responsive to 
consumer needs (Table 1). Those checks include energetic 
competitors (Table 17), effective media, (Tables 4 and 19), 
involved governments (Tables 12, 13 and 17) and capable con- 
sumers. 


2. Apparently the public sees this arrangement as work- 
ing tolerably well. Ontarians express the general belief 
that the treatment they receive in the marketplace is rea- 
sonably satisfactory. Most say that they have not had cause 
to complain of late about a product or service (Table 22). 
When they do, they take the matter to the retailer or manu- 
facturer rather than to a third party (Table 24), and after 
the complaint they usually report that they have had an ac- 
ceptable settlement (Tables 10, 26 and 27). Moreover, the 
consensus is that industry's treatment of consumers has been 
improving (Tables 2 and 28). 


3. As part of this overall arrangement, citizens assign 
to themselves a major responsibility for getting adequately 
served as consumers. This is seen in their endorsement of 
consumer education (Table 19), in their acknowledgement of 
their own less-than-rigorous shopping habits (Tables 15 and 
16), and in their agreement that many consumer problems 
Originate with themselves (Table 17). 


4, Government is also seen to have a place in this ar- 
rangement. However, government's mandate to involve itself 
in consumer affairs is a compound of a variety of competing 
public attitudes. People do not see governments as caring 
more about consumer needs than business (Table 1), and they 
are critical of government's response to direct consumer 
complaints (Table 17). Most believe that government favours 
business more than consumers in any event (Table 2). More- 
Over, many citizens think that consumer laws and regulations 
are costly and excessive or will become so (Table 17). 

These views help to explain the considerable endorsement of 
consumer self-reliance mentioned above. At the same time, 
perhaps because the key problem of inflation seems intrac- 
table to individual action, it is widely believed that con- 
Sumers would get a bad deal if companies were not regulated 
by government (Table 17). It is out of these contending 
considerations that getting a fair deal for consumers is 
placed in about the middle of the public's list of priori- 
ties (Table 6). 


5. The constituency which supports government action on 
behall or consumers isnot, only fairly strong, it is’ drawn 
from a reasonable cross section of citizens. However, there 
is some tendency for those in lower socio-economic groups to 
endorse this role most, and for those in higher socio-eco- 
NOMLGyGLOUpS: LO akfirm ut Least.) -Simitarly, those: who are 
most and least concerned about getting a fair deal for the 
consumer also divide somewhat as to the mix of other issues 
that concern them (Table 7). 


6. Despite the substantial acceptance of government ac- 
tivity in representing the consumer interest, people do not 
see contacting elected representatives as a very effective 
way to resolve consumer grievances (Tables 19 and 20). 


7. Public attitudes toward the organized consumer move- 
ment seem to be fairly unformed but generally approving. 
The small proportion of Ontarians who think of the Consum- 
ers' Association of Canada as a place to learn about consum- 
er rights (Table 20), as a source of purchase information 
(Table 21), or as an instrument of redress (Table 24),sug- 
gests that consumer organizations are not prominent in the 
public mind. And, when encouraged to contemplate the con- 
sumer movement, citizens see some danger that it could lead 
to overregulation and undue costs (Table 17). Nevertheless, 
favourable attitudes seem to prevail, as seen in the perva- 
Sive belief that the consumer movement has contributed to 
better products and services (Table 17) and in the solid 
support for a Canadian Nader (Table 5). 


8. The citizen's overriding concerns have to do with 
basic economic performance. Above all, they focus on infla- 
tion and unemployment (Table 6). Similarly, the citizen's 
main concerns as a shopper and consumer have to do with 
costs (Tables 6, 8 and 9). 


9. Other dominant general concerns center on government 
spending, education, health care, energy, and lower taxes, 
with cost again an implicit common theme. 


10. In general, the matters which Ontarians think should 
have highest government attention are the same as those 
which concern them personally (Table 6). In this, respon- 
dents align government activities with their own central 
concerns. 


11. Consumers give their highest performance ratings to 
small shopkeepers, travel agents, trust companies, depart- 
ment stores, and supermarkets (Table 3). They also give 


good marks to the media as aids to the consumer (Table 4). 
The firms which they judge to be most in need of improvement 
include firms selling door-to-door, finance companies, used 
car dealers, home construction firms, auto manufacturers, 


garages and auto mechanics, and mail order houses (Table 3). 


12. Other matters which seem to call most for remedy are 
the high prices of food, of other products, of housing 
(Table 8), of health care and of governments (Table 1), the 
accuracy of claims about products (Table 8), the low quality 
of products and services (Tables 10 and 28), and the conse- 
quent difficulty of getting things repaired properly and at 
reasonableicost.' The difficulty of correctangd, computer brl- 
ling errors (Table 10), the number of dangerous products on 
the: market (Table bo)? “andthe #diriveulty tof getting car in 
surance claims settled promptly and fairly (Table 10) also 
attract considerable comment. Given the present public con- 
viction that prices should appear on individual grocery 
products (Table 14), an absence of item prices in supermar- 
kets equipped with electronic scanning could cause substan- 
tial concern among Ontario shoppers. 


13. Overwhelmingly, Ontarians do not want rents or land- 
lord-tenant relations to go entirely uncontrolled (Tables 12 
anc Pak 


14. Ontario consumers are largely unaware of specific 
consumer laws (Table 18) and are often uncertain as to where 
to learn of their consumer rights (Table 20). 


15. In the public mind, the Better Business Bureau is 
much more prominent as a place to take complaints (Table 24) 
and requests for purchase information (Table 21) and infor- 
mation on consumer rights (Table 20) than government or 
consumer organizations. 


16. As a result of all of these ideas and experiences, 
the people of Ontario see the marketplace improving in most 
respects, and expect that the improvement will continue 
(Tables 2 and 28). 


17. It is consistent with this evaluation and outlook 
that the preferred remedies for consumer problems involve 
established institutions such as the schools and the media 
(Table 19) and regular channels such as not buying an of- 
fending company's products and serving on marketing boards 
(Table 19) rather than radical actions such as boycotts and 
litigation (Table 19). There is, however, some support for 
greater consumer participation in the establishment of mar- 
keting policies (Table 19). 


V ANALYSIS 


A. PUBLIC ATTITUDES TOWARD BUSINESS AND GOVERNMENTS 


Loa sOlLidymajlority, OF Ontarians! believe that business 
is very interested or fairly interested in consumer needs 
(Table 1). This conviction is especially strong in Metro 
Toronto, and in the professional/managerial, clerical and 
sales groups. 2 


Table 1.--Interest of business and government in consumer needs. 


(Question 20) 


Percentage of respondents who 
report that degree of interest 


Degree of interest By business By government 
Very interested ou pe 
Fairly interested Si 47 
Not too interested £3 28 
Not at all interested 4 alas 
Don't know ue 2 


Tio avoid repetition, the following terms are used interchangeably to 
refer to those in the sample: Ontarians, respondents, consumers, cus- 
tomers, buyers, people, citizens, shoppers, the public and the populace. 


aror easy reference, each paragraph in section V is keyed to the sup- 
porting table. However, at various points the analytic comments go be- 
yond the level of detail which can be presented in the tables. There- 
fore, any reader who wishes to is invited to examine the tabular mate- 
rial on which the detailed observations are based. Arrangements to 

do so can be made by contacting Mrs. Dagmar Stafl, Chief Economist, Min- 
istry of Consumer and Commercial Relations, 555 Yonge Street, Toronto, 
Ontario, M7A 2H6. 


2. A majority, but a substantially smaller one, thinks 
that government is reasonably interested in consumer needs 
(Table 1). Both beliefs increase with education and income. 
Thus the people least convinced that business and government 
are interested in consumer needs are those who are relative- 
ly less educated, unskilled and not affluent. This skepti- 
cism also holds for senior citizens. 


3. A large majority of the people of Ontario believe 
that business is becoming more aware of social responsibil- 
ities such as pollution sand safety «(fable e2)). ,iThis. convic= 
tion increases with education and income, and is most 
strongly held by those in the professional/managerial group. 


Table 2.--Beliefs about business and government. (Question 8) 


Percentage of respondents with 
an opinion who agree with the 
Statement statement 


Business is becoming more aware 
of social responsibilities, such 
as pollution and safety 85 


The attitude of business today is 
"let the buyer beware" 66 


Government favours busSiness more 
than it does consumers 64 


The attitude of most stores is 
that the consumer is always right 52 


Most manufacturers care only about 
making a profit and not about the 
quality of their product evil 


4. A smaller but solid majority is also convinced that 
the attitude of business today is to let the buyer beware 
(Table 2). This belief weakens as education and income in- 
crease but even among professionals and managers most re- 
spondents hold it to be so. 


5. A majority of citizens also believe that government 
favours business more than it does consumers (Table 2). 
Skilled and unskilled workers are firmest in this view while 
professionals and managers are most likely to disagree. 


6. Consumers are about evenly split as to whether the 
attitude of most stores is that the consumer is always right 
(Table 2). Housewives accept this most and, perhaps sur- 
prisingly, professionals and managers believe it least. 


7. Respondents also divide about evenly on whether most 
manufacturers care only about making a profit and not about 
the quality of their product (Table 2). Here, however, pro- 
fessionals and managers disagree most strongly and skilled 
workers agree most solidly. 


8. When asked to evaluate the kind of job various types 
of businesses do for them, consumers give their highest rat- 
ings to small shopkeepers, travel agents, trust companies, 
department stores, and supermarkets (Table 3). Their lowest 
ratings go to door-to-door sales organizations, finance com- 
panies, used car dealers, home construction firms, auto man- 
ufacturers, and garages and auto mechanics. 


ee en, EE ae ee 
Table 3.--The kind of job various industries do. (Question 4) 


Average rating 
(7 = excellent) 


(4 = average) 
(l= very poor) 

Industry* 

Small shopkeepers ae 
Travel agents erg 8 
Trust companies 5.0 
Department stores 4.9 
Food supermarkets 4.9 
Life insurance companies 4.6 
Makers of electrical appliances 4. 
General and auto insurance companies 4.5 
New car dealers 4.2 
Home improvement and repair firms 4.1 
Advertising industry 4.1 
Real estate brokers 4.1 
Mail order houses SIE, 
Garages, auto mechanics 3.6 
Auto manufacturers 346 
Home construction 3.5 
Used car dealers 365 
Finance companies Sez 
Door=to-deoor sales 2.9 


* Not all respondents rated every industry. For complete detail, refer 
to the computer report. 


9. In these evaluations of businesses, skilled workers 
are the most critical group; housewives and the elderly are 
the most approving. Men tend to be more negative than wom- 
en. Skilled workers give lower grades than most to compa- 
nies associated with home repairs, autos, and finances. 
Housewives assign higher marks than most to companies sel- 
ling life insurance, real estate, cars, and car care. Se- 
nior citizens give their best scores to retailers, insurance 
companies and firms dealing in automobiles and their repair. 


10. In the foregoing, it will be seen that high scores 
often go to institutions which are relatively familiar to 
the public on a face-to-face basis. However, it will also 
be noted that an industry sometimes gets its highest score 
from subgroups which seem least likely to have extensive 
dealings with it. In these ways the data seem to indicate 
that either familiarity or unfamiliarity can breed approval. 


11. A solid majority of respondents think that the media 


have done a good job of informing and educating consumers 
(Table 4). 


Table 4.--Kind of job the media have done in informing and educating 
the consumer. (Question 9) 


Percentage of respondents 


Quality of job who cite that quality of job 
A very good job 20 
A fairly good job 61 
A fairly poor job is 
A very poor job 5 
No response uw 


12. Most also believe that Canada needs a consumer 
spokesman such as Ralph Nader (Table 5). 


Table 5.--The need in Canada for a consumer spokesman such as Ralph 


Nader. (Question 10) 


Percentage of respondents 


who say 
Yes ei 
No response Vi 
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B. CITIZENS' CONCERNS IN GENERAL 


1. One of the mandates of the Ministry of Consumer and 
Commercial Relations is to foster a fair deal for consumers. 
However, in pursuing that goal, the Ministry should be guid- 
ed by an understanding of where that particular objective 
fits in the larger context of citizens' concerns. Respon- 
dents were therefore invited to set forth their full range 
of concerns, including those issues which have high priority 
with them personally, and those to which they assign high 
priority for governments. 


2. When asked to rate the issues that concern them per- 
sonally, respondents rated unemployment and inflation first 
and second (Table 6). Unemployment is particularly worri- 
some to young adults and in the eastern region of Ontario. 
Inflation bothers professional/managerial people more than 
any other group. Unexpectedly, inflation is cited least 
by those who are at, or approaching, the ages of retirement 
and therefore on potentially fixed incomes. Nevertheless 
these two concerns outweigh all others for almost all seg- 
ments of the population. 


3. The next most salient public concerns are government 
spending and education (Table 6). On this set of issues, 
differences in priorities are more pronounced among some 
subgroups. For example, those in professional/managerial 
ranks and people in Metro Toronto are much more disturbed 
about government spending than are the unskilled and the in- 
habitants of northwestern Ontario. Similarly, education is 
more of an issue with professionals and managers than un- 
skilled workers. 


4. The analysis of the data shows that respondents who 
give high priority attention to unemployment, inflation, 


and education are also deeply concerned about government 
spending. 


5. Other issues which rank high as personal concerns are 


the cost of health care, energy, and taxes, in that order 
(Table 6). 


Bs Fe 


Table BurePELoLricy public issues. (Question a) 


Issues which Issues which should 
concern people have government 
personally DEOL. LY, 
Percentage of Percentage of 
people who mention people who mention 
that issue* that issue* 
Issues Rank Rank 
Unemployment 44 1 55 18 
Inflation 41 2 46 3 
Government spending 33 S 47 2 
Education 30 4 16 ) 
Cost of health care 26 5 25 4 
Energy Ze 6 Ze 5 
Lower taxes yy. Ff 20 6 
Fair deal for consumers ais) 8 14 8 
Law and order 7, 2 14 9 
Pensions si 10 13 10 
Environment 11 It VE gab 
Abortion 10 2 3 1 
Immigration 8 is re 2 
Public safety 6 14 6 14 
National security 3 L5 8 13 


* The answers total more than 100 per cent because respondents were 
asked to name the three issues that concerned them personally the most 
and the three issues which should have the highest priority for govern- 
ment. Respondents were also invited to name any other unlisted issue. 
Quebec and the issue of national unity were mentioned by about 1 per 
cent of all Ontarians, but no others were mentioned a significant num- 
ber of times. 





6. It is instructive to compare the priorities which 
citizens express for themselves and those they would assign 
to government. In general, the public issues which Ontar- 
ians think should have highest government attention are the 
same as those which most concern them personally (Table 6). 


This is especially evident in the case of unemployment, in- 
flation, and government spending: these issues head the 
agenda assigned to government as they did the list attrib- 
uted” to individuals. The remaining concerns ‘are also =gen— 
erally ‘similar in nature and "in rank order.” These inelude 
the cost of health care and energy, and lower taxes. 


7; “As noted earlier, the Ministry has’ a particular an- 
terest in understanding what priority Ontario citizens give 
to*-achieving “a fair deal-for-consumers.... by Locating this 
matter in the middle of their list of concerns, respondents 
assign it a medium priority (Table 6). This medium impor- 
tance is an assignment they make both for themselves and for 
government. As a matter for government attention, it is 
well below unemployment, government spending and inflation, 
and somewhat below cost of health care, energy, and lower 
taxes. On the other hand, citizens would want to see gov- 
ernment giving a fair deal for consumers higher priority 
than the environment, immigration, national security, public 
safety, and abortion. 


8. While private and public priorities tend to coincide, 
there are some instructive exceptions to this rule (Table 
6). Education, and abortion have a lower place among the 
matters assigned to government than among the concerns at- 
tributed to citizens. In this, respondents are apparently 
reflecting a belief that an effective attack on problems in 
these areas must stem, to a significant degree, from indi- 
viduals and institutions outside of government. The table 
further suggests that while government is still perceived as 
having a solid role in education and in obtaining a fair 
deal for consumers, it is not seen as having an appropriate 
place in matters concerning abortion. 


C. THE CONSTITUENCY FOR GOVERNMENT ACTION TO GET A FAIR 
DEAL FOR CONSUMERS 


l. As noted above, the Ministry has a logical interest 
in the degree of importance people assign to getting a fair 
deal for consumers. Similarly, it has a stake in knowing 
what types of people give relatively high priority to that 
task, and what types of people do not. The Ministry can 
thereby learn something not only about the size of its man- 
date, but also of the character of its constituency. 


2. Understandings of this kind icome }fromea dissection of 
detailed data rather than the presentation of summary ta- 
bles. However, the resulting insights can be highlighted. 
Subgroups in the sample agree, in a general way, on the rank 
they assign to getting a fair deal for consumers. Moreover, 
those who are particularly solid in their endorsement of 


government action on behalf of consumers -- the Ministry's 
special supporters, so to speak -- are not an unusual sub- 
group sharply different from the populace as a whole. Rath- 
er, they are a fairly diffuse body covering most geographi- 
cal areas, educational levels, occupational classes and in- 
come groups. To that extent, the Ministry's constituency is 
fairly representative and broadly based. 


3. At the same time, there are some perceptible differ- 
ences between those who are strongest and those who are 
weakest in their support. Those who are firmest in favour- 
ing government promotion of consumerism are those with grade 
school educations, unskilled jobs and incomes of under 
$10,000. Those who are weakest in supporting this mission 
are residents of Metro Toronto, those with college educa- 
tions, men, professionals and managers, and those earning 
over $257,000). 


4. These last two groups are different not only in their 
demographics but in their emphasis on other issues (Table 


7). Those who care most about getting a fair deal for con- 
Sumers are also relatively concerned about the environment, 
the cost of health care, pensions, and taxes. Conversely, 


they worry less than most about government spending, infla- 
tion, energy and, surprisingly, unemployment. Those who ex- 
press the weakest support for promoting a fair deal for con- 
sumers are more disturbed than most about government spend- 
ing, inflation, energy, unemployment, education and law and 
order. On the other hand, they express less concern than 
others about lower taxes, pensions, public safety, the cost 
health care, immigration, and national security. 


5. It will be noted that on seven of the issues (marked 
by asterisks) the two groups lean in different directions. 
For example, those respondents who have most concern for a 
fair deal for consumers are also relatively concerned about 
taxes, whereas those respondents who have least concern for 
a fair deal for consumers are also relatively unconcerned 
about taxes. This dichotomy suggests that those who most 
welcome government action on behalf of consumers would least 
welcome higher taxes as a consequence. It also indicates 
that those who are weakest in their support for government 
activity in the consumer area do not take that position be- 
cause they are unusually upset about the possible effect on 
their own taxes. 


Table 7.--Relationship between concern for a fair deal for consumers 
and concern for other issues. (Question 1) 


Respondents who are most Respondents who are least 

concerned about getting concerned about getting a 

a fair deal for consumers fair deal for consumers 

Are also relatively Are also relatively 

concerned about unconcerned about 

* Lower taxes * Lower taxes 

* Pensions * Pensions 

* Cost of health care * Cost of health care 
Environment Immigration 


Public safety 


National security 


Are also relatively Are also relatively 

unconcerned about concerned about 

* Government spending * Government spending 

* Inflation * Inflation 

* Energy *SENeErgy 

* Unemployment * Unemployment 
Education 


Law and order 


D. PEOPLE'S CONCERNS IN THE CONSUMER AREA 


1. Among those concerns which are specifically in the 
consumer area, the ones most often cited as serious have to 
do with cost, including food prices, the prices of other 
products, and the cost of shelter (Table 8). Often men- 
tioned as well are poor product quality and poor quality of 
after-sales service and repairs. Other priorities attrac- 
ting lesser but frequent comment are too much packaging, too 
much advertising, too much credit, failure to meet advertis- 
ing claims, and inadequate guarantees and warranties. Men- 
tioned, but least often, are three concerns about informa- 
tion, including misleading and confusing labelling, not 
enough information about products and services, and not 
knowing what to do if something is wrong with a product. 


Habletsv=sPriorityeconsumer issues. (Ouestion~< 2) 


Percentage of respondents 
who are extremely or 
moderately concerned about 


Issue that issue 
Food prices 88 
Prices of many other products 86 


Cost of renting or owning a house 


or apartment 80 
Poor quality of many products 74 
Poor quality of after-sales 

service and repairs 66 
Too much packaging 65 
Too much advertising 64 
Too much credit available 63 


Failure of many companies to live 


up to claims made in their advertising 60 
Inadequate guarantees or warranties 56 
Misleading and confusing labelling 54 


Not enough information about different 
products and services 46 


Not knowing what to do if something 
is wrong with a product 39 


2. On most of these specific consumer issues one finds a 
division of constituencies similar to that which was de- 
scribed in section C. Those who express particularly acute 
concern over these consumer problems tend to be in the lower 
socio-economic groupings, and vice-versa. Housewives, 
adults with children, and women in general express more than 
average anxiety over the three cost-related items, that is, 
the prices of food, shelter, and other products. 


3. While consumers want better service, warranties and 
guarantees, most say that they are not prepared to pay very 
much more to get it (Table 9). For example, fewer than half 
would pay a 1 per cent premium for this purpose. However, 
on this point, individual positions vary considerably. 
Willingness increases with income, indicating that those 
most agreeable to pay more are those best able to afford it. 


Table 9.--Willingness to pay more for after-sales service. 
(Question 15) 


Percentage of increase in 


cost to get follow-up Percentage of respondents 
services, warranties who would pay that amount 
and guarantees of increase 

O per cent cost increase DR 

1 per cent cost increase 44 

5 per cent cost increase LS 

10 per cent cost increase 4 
Don't know LO 


4. When asked about other consumer problems, most people 
said that they find that computer billing errors are hard to 
have corrected. Criticism of biting errors varies, wir 
use being highest among educated, affluent urbanites and 
lowest among the elderly and those in the lower income 
groups. 


5. A majority also believes that there are too many dan- 
gerous products on the market (Table 10). Mention of dan- 
gerous products occurs most among housewives, the less edu- 
cated, and the unskilled. 


6. A substantial minority says that very many products 
break or go wrong soon after purchase (Table 10). This 
problem is most likely to be cited by people in Metro Toron- 
to, professionals, managers, and those with high incomes. 
This could reflect higher ownership of complex products by 
these groups. 


7. A substantial fraction of consumers also reports dif- 
ficulties in getting car insurance claims settled fairly and 
promptly (Table 10). These respondents tend to be under 30, 
not well educated, and living in the southwest and northwest 
parts of the province. 


8. Finally, a significant minority find that most com- 
panies do not handle complaints properly (Table 10). Young 
adults seem most likely to experience this problem. 


Table 10.--Other consumer problems. (Question 3) 


Percentage of respondents 

who have had dealings in 

this area who agree with 
Statement of problem the statement 


Computer billing errors are 
difficult to have corrected 76 


There are too many dangerous 
products on the market 60 


Very many products break or go 
wrong soon after you buy them* 48 


it-sivery drificult. to get car 
insurance claims settled fairly 43 


Most car insurance claims are 
not settled promptly* Si) 


Most companies do not handle 
complaints properly* 34 


* The statements listed above are all negative in tone. In fact, dur- 
ing the administration of these questions, some statements were positive 
and some negative. To provide comparable statements in the table, the 
positive statements in the questionnaire are presented here in the neg- 
ative form. 


E. CONSUMERS' OPINIONS ON SPECIFIC ISSUES 


1. A large majority of consumers believes that it is 
convenient to have a credit card but that most people don't 
know how to use credit wisely (Table 11). Emphatically, the 
public does not think lack of credit is a consumer problem. 


Table 11.--Beliefs about credit problems. (Questions 3 and 12) 


Percentage of respondents with 
an opinion who agree with the 
Statements about credit statement 


It's convenient to have at 
least one credit card 87 


Most people don't know how 
to use credit wisely 89 


There is not enough credit 
available 5 


2. Overwhelmingly, Ontarians do not want rents to go en- 
tirely uncontrolled (Table 12). Opinion favours the reten- 
tion of rent controls, a board to mediate landlord-tenant 
rent disputes, and tenant associations empowered to negoti- 
ate with landlords, in that order. Those with lower educa- 
tions and incomes are the strongest supporters of rent con- 
trols. Professionals, managerial group, and those in Metro 
Toronto are the most willing to see a partial move away from 
strict controks: 


Table 12.--Attitudes toward rent control. (Question 25) 


Percentage of respondents 
Kinds of action who want that kind of action* 


Rent control to stay as is 39 


Establish a board with authority 
to mediate rent increases and 


other landlord/tenant disputes 36 
Have tenant associations with 

powers to negotiate with landlords 20 
Noteontrols eat sall 7 
Don't know 4 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one kind of action. 





3. On this issue, homeowners take a position not unlike 
that of renters. They do not support retention of present 
rent controls as strongly as renters, but they do favour 
modified controls more strongly than renters, and they share 
with renters a solid conviction that rents should not go en- 
tirely uncontrolled. 


4. Most citizens think that tenants need protection 


other than for rent increases, notably on matters involving 
general upkeep and repairs (Table 13). 


Table 13.--Attitudes about other tenant protection. (Question 26) 


Percentage of respondents who say 


Yes No Don't know 
Do tenants need to be 
protected other than for 
rent increases VAL 25 4 


5. Nearly everyone states that it is important that a 
price appear on each item in a supermarket (Table 14). 


Table 14.--Awareness and expectations of electronic scanning 
in supermarkets. (Question 21) 


Percentage of respondents who 


Believe it is very important that 
prices appear on each item 
purchased in a supermarket 87 


Have heard of electronic scanning 66 


Expect it will cause faster 
checkouts 61 


Expect installation costs to be 
passed on to consumers 50 


Expect it will give better 
inventory control 47 


Expect it will cause removal 
of prices 45 


Expect it will give detailed 
receipt tapes 34 


Expect the system will allow 
frequent price changes om 


6. Most respondents say they have heard of electronic 
scanning (Table 14). Awareness varies quite widely. It is 
lowest in eastern Ontario and in the Hamilton/Peninsula, and 
among unskilled workers, those with grade school education, 
housewives and the elderly. Men are more likely than women 
to say they have heard of scanning. High awareness goes 
with higher educations, better incomes and professional/man- 
agerial and clerical jobs. It is unusually high in Metro 
TOFOntO. 


7. Most respondents expect that scanning will cause 
faster checkouts (Table 14). Many expect it to give better 
inventory control, but think that the installation costs 
will be passed on to consumers and that scanning will lead 
to the removal of prices. Smaller proportions see it pro- 
ducing detailed receipt tapes and allowing frequent price 
changes. 


8. With the exception of residents of Metro Toronto, 
those who are most aware of electronic scanning tend also 


to be the most opinionated on the merits and demerits of 
these systems. 


FP.) “SHOPPERS*#BUYING HABITS 


1. Asked about their shopping habits, people indicate 
that typically they comparison shop and use a grocery shop- 
ping list (Table 15). A bare majority makes a budget and 
keeps to it. At one time or another, most respondents buy 
on impulse, overspend, and buy things they don't need, but 
Sizeable minorities report that they never do. In these 
various respects, it is senior citizens, housewives, and 
those with lesser educations (but not necessarily lower 
incomes) who report themselves as more careful shoppers than 
others. 


Table 15.--Shoppers' buying habits. (Question 18) 


Percentage of respondents who do 


Buying behaviour Always Sometimes 
Comparison shop 54 a5 
Use a grocery shopping list See) 22 
Make a budget and keep to it Zo 30 
Buy on impulse 6 52 
Overspend 10 54 
Buy things they don't need 4 46 





2. Ontarians tend to buy both auto insurance and home 
insurance from agents, but sizeable minorities buy both 
direct (Table 16).* Buying from agents is particularly com- 
mon in northwestern Ontario. For both kinds of insurance 
customers tend to go through one seller only, rather than 
shopping around. For both kinds of insurance, most buyers 
say they were offered alternative policies and prices. Of 
those who own auto and home insurance, housewives, women and 
young adults say more than others that they did not shop 
a“ound tor tb or that.they-do- not arecall -1f they did... .They 
are also the people most likely to report that no alterna- 
tives were offered, or that they don't know if they were. 


=e ae 


Table 16.--Buying habits for insurance. (Questions 22, 23 and 24) 


Percentage of respondents who have 


Auto Home 
How bought insurance insurance 
Bought it from an agent* 63 69 
Bought it direct* 37 ey! 
Went through one person only oo 65 
Were offered various alternative 
policies and prices 81 1a) 


* Respondents may have had difficulty distinguishing between an insur- 
ance company salesman and an agent. Therefore these data must be treat- 
ed with caution. 


3. It will be recalled that, after buying car insurance, 
a substantial fraction of consumers reports difficulties in 
getting claims settled fairly and promptly (Table 10 and 
commentary in section D, paragraph 7). 


G. BUYERS' BELIEFS ABOUT REMEDIES 


1. A heavy majority of citizens subscribes to the belief 
that the consumer movement has helped improve the quality 
and standards of products and services (Table 17). The bet- 
ter educated and the better off the respondent is, the more 
likely he is to agree. Professionals and managers are most 
convinced of the statement; skilled workers are least so. 


2. However, there is also a strong consensus, uniting 
all groups, that competition is the best way to keep prices 
down (Table 17). 


Table 17.--Beliefs about remedies. (Questions 8 and 12) 


Percentage of respondents with 
an opinion who agree with the 
Statement about remedy statement 


The consumer movement has helped 
improve the quality and standards 
of products and services 89 


Competition among companies is the 
best way to keep prices down 85 


In most cases it's useless com- 

plaining to the government because 

Le toanytrorawon tt do anything 

about it 66 


Consumers would get a bad deal if 
companies were not regulated by 
government 61 


There is too much government 
regulation of business 54 


Consumer laws and regulations 
increase the costs of goods and 
services 47 


Most consumers' problems result 
from their own carelessness 46 


The activities of the consumer 
movement in the long run will 
lead to too much government control 44 


3. A solid majority of respondents believes that, in 
most cases, it is useless to complain to government because 
it can 'iteor.won*tadefanything about tt (Table- 17).4,; -The-Low- 
er the educational level, the more likely the respondents 
are to believe that the statement is correct. Those in pro- 
fessional/managerial, clerical and sales jobs are least con- 
vinced that government is not an effective recourse. 


A WeASMAVOLLEY Of Ontarians thinks, ‘though Chat .consum-— 
ers would get a bad deal if companies were not regulated by 
government (Table 17). Those with lesser educations, lower 
incomes and unskilled jobs subscribe most fully to this be- 
lief; professionals and managers are most likely to dis- 
agree. 


5. The public is about evenly split as to whether there 
is too much government regulation of business (Table 17). 
Men are inclined to see overregulation; women are inclined 
not to. Those with little education and unskilled jobs tend 
to believe that business is not too regulated; professionals 
and managers tend to think that it is. 


6. The public is again divided, but also quite uncertain 
as to whether consumer laws and regulations increase or de- 
crease the cost of goods and services (Table 17). 


7. The public also divides fairly evenly as to whether 
or not most consumers" problems result from their own care- 
lessness (Table 17). The fact that many people blame con- 
sumer problems on themselves is consistent with the fact 
that many of them describe their own shopping habits as less 
than rigorous (Table 15). In a reversal of what might be 
expected, the professional/managerial group believes it 
least, while the unskilled group accepts it most. 


8. Most Ontarians are not persuaded that the activities 
of the consumer movement in the long run will lead to too 
much government control (Table 17). However, in the cler- 
ical, sales, and professional/managerial occupations, most 
people do tend to expect this outcome. 


9. Most Ontarians cannot name any consumer protection 
laws; conversely not one of these laws is at all well known 
(Table 18). While ignorance of consumer protection laws is 
widespread, it is particularly high outside of Metro Toronto 
among those with little education and income, and among the 
elderly. 


10. When considering what actions can be taken for a con- 
sumer to obtain satisfaction, Ontarians assign the greatest 
effectiveness to actions by non-business organizations such 
as the schools in the form of consumer education, the media 
in the form of publicity, and governments in the form of 
consultation with consumer groups (Table 19). Actions by 
consumers themselves through accepted channels, such as rep- 
resentation on marketing boards and company boards, are seen 
aS next most effective, as are consumer boycotts. Two other 
non-business sources of help, namely elected representatives 
and the courts, are seen as less effective remedial instru- 
ments than the schools, the media and government. Consumers 
give their lowest effectiveness rating to radical actions by 
themselves, such as sit-ins and public demonstrations. 


aT Gt 


tavle I8.--Knowleage Of consumer protection laws. (Ouestion: 19) 


Percentage of respondents 
Consumer laws who are aware of 


None 62 


Cooling off period 


be 
S 


Labels and weights 

Truth in advertising 
Guarantees, warranties 
Consumer Protection Act/Bureau 
Better Business Bureau 
Canadian Standards Association 
Auto safety standards 


Food and Drug Act 


oe NOY IS) (Gs) SS is SS ep 


Food standards, grading 





Table 19.--Effectiveness of consumer remedies. (Question 11) 


Effectiveness rating 
(5 = excellent) 
(3 = average) 


(1 = poor) 
Kind of remedy 
Teaching consumer education 
in the schools 4.1 
Getting the media to publicize 
the issue BA 
More consultation between consumer 
groups and government oe 
Getting consumer representatives 
on supervisory agencies such as 
marketing boards 336 
Refusing to deal with specific 
companies or not buy their product 3.5 
Getting consumer representatives 
on company boards of directors 3.4 
Writing or phoning elected 
representatives Cree: 
Taking manufacturers, dealers 
etc cOmCoueer a 
Sit-ins or other kinds of public 
demonstrations Drak 


ll. Patterns of proposed remedies vary somewhat by 
socio-economic class. Professionals and managers place 
their heaviest reliance in consumer education in the schools 
and have less confidence than other citizens in the remedial 
role of "irregular" devices such as consumer boycotts, sit- 
ins and other kinds of public demonstrations, and consumer 
representation on supervisory boards, marketing boards, and 
boards of directors. They also see less value than others 
in consultation between consumer groups and governments, and 
in contacting elected representatives. Except that they de- 
emphasize consumer education, people in Metro Toronto tend 
to share the professional/managerial view. Unskilled work- 


ers, on the other hand, tend more than other groups to fa- 
vour the irregular remedies which professionals and managers 
downplay. 


12. If they were seeking information on consumer rights, 
Ontarians would think primarily of two sources: the Better 
Business Bureau and, to a much lesser degree, the Government 
of Ontario (Table 20). The next largest group report that 
they don't know. 


Table 20.--Sources of information on consumer rights. (Question 16) 


Percentage of respondents 


Source who would go to that source* 
Better Business Bureau 43 
Government of Ontario 20 
Government of Canada 2 
Lawyer 12 
Newspaper, TV or radio 9 
Friend or relative 6 
Chamber of Commerce 6 
Banks a 
Other Pap 
Don't know 16 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one source. 


13. Those least likely to know where to get information 
on consumer rights are those with little education and sen- 
ior citizens. As education and income rises, knowledge of 
where to seek such information increases, and the balance of 
sources shifts somewhat to governments as opposed to the 
Better Business Bureau. Professionals and managers are par- 
ticularly likely to mention the provincial and federal gov- 
ernments as sources of information on consumer rights, and 
housewives are particularly likely not to do so. 


14. If they were seeking information and assistance in 
making a major purchase decision, shoppers would consult 
retailers, friends and relatives above all, and to a lesser 


extent the media, the Better Business Bureau and lawyers 
(Table 21). As education increases, so does knowledge of 
sources of buying information, and reliance shifts away 

from lawyers, banks, and the Better Business Bureau and 
moves still more strongly toward stores, friends, relatives 
and the media. Those least likely to know where to get buy- 
ing information are the elderly, the less educated and those 
in the lower income groups. 


Table 21.--Sources of information and assistance on a major purchase 
decision. (Question 17) 


Percentage of respondents 


Source who would go to that source* 
Stores 34 
Friends or relatives 32 
Paper, TV, radio, magazines 20 
Better Business Bureau 16 
Lawyer cs 
Banks 5 
Library 4 
Chamber of Commerce 2 
Community information centres 2 
Government of Ontario 1 
Government of Canada Z 


Don't know 9 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one source. 


H. OWNERS' COMPLAINT BEHAVIOUR 


1. About a third of shoppers say that they have had good 
reason to complain about a product or service during the 
past year (Table 22). By far the majority of these say they 
did lodge a complaint. Most complained once; few complained 
more than three times. 


Table 22.--Incidence of complaints. (Question 5) 


Percentage of respondents who 


Number of times in Had good reason Actually did 
the past year to complain complain 
None 65 69 

iL alge 14 

2 10 5 

3 6 5 

4 5 2 

5 2 2 

6 or more i 3 
Total 1 or more 35 oH 


2. Those who failed to complain cited reasons reflecting 
indifference, defeatism and ignorance, in that order (Table 
23). Those most likely not to complain were people with 
relatively low educations, incomes and job skills as well as 
the elderly. 


ei ee ee ee ee es oe eee 
Table 23.--Reasons for not complaining. (Question 5) 


Percentage of respondents who gave 


Reason that reason* 
Wouldn't have done any good 33 
Couldn't be bothered 22 
Take too much time LS 
Didn't know who to complain to 8 
Too complex 6 
Problem not important enough 3 
Other reasons Ze 
No response Le 
Interpretation: ack 
indifference 44 = 
defeatism 39 tee 
ignorance 8 eee al 
other 22 a 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one reason. 


3. The preponderance of complaints go to the commercial 
firms involved: overwhelmingly the retailer, and to a much 
smaller extent, the manufacturer (Table 24). People in out- 
lying areas are particularly likely to choose the retailer. 
Women, housewives, and the elderly are least likely to ap- 
proach the manufacturer. Among the many other organizations 
that together attract a minority of all complaints, that 
which stands out is the Better Business Bureau. There were 
no mentions by respondents of any level of government. 


' Table 24.--Who complaints are taken to. (Question 5) 


Most serious complaint 
was taken to Percentage of respondents* 


Dealer, retailer or store 72 


Manufacturer 


i) 
N 


Better Business Bureau 

Lawyer 

Utility company 

Local elected official 

TV or radio station 

Trade association 

Newspaper action line 

Consumers Association of Canada 
Letter to editor 


Ombudsman 


Onl MSP fa SIS SOD) PS OS 


Others 
No response 2 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one answer. 





4. Of all complaints, the bulk have to do with the pro- 
duct not being as durable as claimed, its quality not being 
as advertised, or the product being misrepresented (Table 
he 


5. Via repair, replacement, exchange, refund or explan- 
ation, a substantial majority of complaints are resolved 
(Table 26). However, on a Significant minority of com- 
plaints the consumer gives up. 


6. About two thirds of complainants report themselves 
reasonably satisfied with the outcome (Table 27). Neither 
success in complaining nor satisfaction with complaint res- 
Olution seem to be associated with particular kinds of re- 
spondents. Thus the data reveal no particular profile of 
the effective or ineffective complainant. 


Table 25.--Types of complaints: made. (Question 7) 


Percentage of respondents 
Cause of the complaint who gave that result* 


Product not as durable as claimed 39 


Quality not as advertised 23 


bh 
dd 


Product misrepresented 
Poor repair service 
Bililingserror 

Defective product, part 
Advertised product unavailable 
Poor service 

Poor workmanship 
Misunderstood sales terms 
Salesman pressured me 
Delay in delivery 

Getting product replaced 
Wrong product in package 


Food spoilage 


ORME read WI Oe SS SLUR oni One SS Teal (e8) 


All others 


* Figures add to more than 100 per cent because some respondents men- 
tioned more than one cause. 





Table 26.--Outcomes of complaints. (Question 6) 


Percentage of respondents 


Result of complaint who gave that result 
Item repaired Bi) 
Item replaced or exchanged 20 
Money back or credit note 13 
Explanation of reason for problem 9 
Apology 2) 
Item delivered 3 
Accounting, clerical error fixed 2 
Other 4 
No settlement yet 15) 
Gave up - no satisfaction 19 





Table 27.--Degrees of satisfaction with outcomes of complaints. 
(Question 6) 


Percentage of respondents 


Degree of satisfaction who were that satisfied 
Very satisfied Sis) 
Fairly satisfied 32 
Not too satisfied iS) 
Not at all satisfied 20 





I. ONTARIANS' FUTURE EXPECTATIONS 


1. In general, Ontarians believe that the treatment they 
receive in the marketplace has been improving, and are even 
more inclined to think that it will improve in the future 
(Table 28). On most aspects of consumerism, many more re- 
spondents think that the situation has been improving rather 
than worsening. This optimism increases as consumers look 
to the future, with those who expect the future to be better 
tending to outnumber still more strongly those who expect it 
to be worse. Satisfaction with recent gains and optimism 


about future progress is highest with respect to the safety 
testing of products, information about the content OL OroO= 
ducts, and information about the care, operation, and as- 
sembly of products. 


Table 28.--Evaluation of the present and future concerning various 
aspects of consumerism. (Question 13) 


Percentage of respondents who see the 
Situation as better or worse 


In the last 2 or In the next 2 or 
3 years 3 years 
ae Sane Loe 
ct RK Fh Gh K Fh 
. ct n Hh ct n Hh 
Aspect of consumerism © @ iy g @ e 
: ; 
© 6 
Safety testing of 
products Me 6 +71 76 3 iS) 
Information about 
content of products 69 2) +60 63 7 +56 
Information about how to 
take care of/operate/ 
assemble products 52 10 +42 a2 is +45 
Handling of consumer 
complaints by business 40 14 +26 49 7 +42 
Relationship between 
consumer and business 37 19 +18 45 9 +36 
Treatment of consumer 
by business ys} 18 FS 44 9 +35 
Misleading claims about 
products oi 2D 1G 43 oy anal 
Quality of products 
and services 27 37 -10 42 19 +23 
Getting things repaired 
properly 19 39 -10 30 PH aes, 


Fair cost of having things 
repaired 7 70 -63 7 49 —32 


2. In one area, this generally positive public appraisal 
does not hold (Table 28). When asked about getting quality 
products and services, and about getting them repaired prop- 
erly, more consumers report the situation to have deterio- 
rated than improved. When they consider the future on these 
counts, a modest optimism returns, with more respondents ex- 
pecting things to get better than worse. However, on the 
cost of having things repaired, people are both dissatisfied 
and pessimistic. Not only does a large majority say that 
the situation has been deteriorating, but the consensus is 
that it will continue to get worse. 


3. In their answers to this set of questions, people in- 
dicate that satisfaction with the present, and optimism 
about the future, increase with education and income and de- 
crease with age. Partly as a result of these tendencies, 
some groups give relatively high ratings to the present and 
future situation with respect to most areas of consumer con- 
cern. These people include consumers with better educations 
and incomes and those with professional/managerial jobs. 
Adults with children also report higher evaluations than 
those without. Conversely, older citizens are relatively 
unsatisfied with the present state of affairs on most of 
these consumer matters, and are less optimistic about pro- 
spective improvements. 


4. On the subject of repairs, the tendencies enumerated 
above are reversed, with buyers who are best off in their 
education, incomes and jobs being least satisfied and opti- 
mistic. This could be because those who are best off are 
most likely to own household capital equipment requiring re- 
pair service. 


TECHNICAL APPENDIX 


INTRODUCTION 


A province-wide personal interview study was commissioned 
by the Ministry of Consumer and Commercial Relations. This 
study was designed to measure attitudes among consumers 18 
years of age and over. 


In this, the first yearvof’a ttrackingrscudy ~ a otal of 
956 interviews were conducted. Interview dates were April 
l= 15. eoy Br. 


METHODOLOGY 


1. The province was divided into six regions: 


Eastern Ontario Southwestern Ontario 
Hamilton/Peninsula Central/Bruce 
Metro Toronto Northwestern Ontario 


A breakdown of each region by county as well as 

a map is included in Appendix A. A minimum of 

150 interviews were to be completed in each region. 
Sampling within each region was proportional to 
urban/rural population. 


2. Census tracts and enumeration areas were numbered in 
serpentine fashion. Tables of random numbers were used to 
select the specific census tract (C.T.) or enumeration area 
CEs As) e 


3. Samples were restricted to clusters of five. Again 
the Rand Corporation random number table was used to deter- 
mine which blocks within the C.T. were to be selected. For 
each primary block selected, a secondary block was also se- 
lected to be used only when the primary block failed to 
yield the required number of interviews after all calls back 
had been completed. The same approach was used in rural 
areas where E.A.s were used in place of C.T.s. Ten inter- 
views were completed in each census tract (5 per block) and 
enumeration area. 


4, At this stage, detailed maps of the selected block or 
area were prepared for the interviewers. On each map, the 
starting position and routing the interviewer was to follow 
was marked. The interviewer would then call upon every Nth 
household. Appendix B contains an example of the type of 
map given to interviewers. 


5. Once a household was selected, the interviewer took a 
census of all household members who qualified as potential 
respondents. The Trohldahl-Carter Grid (see Appendix C) was 
used to select the individual within the household to be in- 
terviewed. 


6. Because the sample size was to be equal in each re- 
gion (approximately 150) and therefore disproportionate to 
population within the province, weighting factors were in- 
troduced to reflect the proper population profile. 


Regional weighting factors were calculated 
on the following basis: 


Population of Region A 


(1976 Stats Can) - Total Sample Size _ Weight fox 
Population of Province Region A Sample Size ~ Region A 


(1976 Stats Can) 


7. The number of completed interviews in each region 
follows: 


Eastern Ontario £63 
Hamilton/Peninsula 15.5 
Metro Toronto 154 
Southwestern Ontario 161 
Central/Bruce 162 
Northwestern Ontario 161 

TOTAL 956 


ONTARIO REGIONS 
BY COUNTY 


REGION 1 
Eastern Ontario 


Ottawa - Carleton 

Prescott and Russell 

Stormont, Dundas and Glengarry 
Leeds and Grenville 

Lanark 

Renfrew 

Lennox and Addington 

Hastings 

Prince Edward 

Frontenac 


REGION 2 
Hamilton/Peninsula 


Halton 

Peel 

Hamilton - Wentworth 
Niagara 

Brant 

Haldimand - Norfolk 


REGION 3 
Metropolitan Toronto 


CreyeOr sTOLOnLO 
Borough of Etobicoke 
Boreudhwor York 
Boroughs CLyNorth: York 
Borough, of Bast York 
Borough of Scarborough 
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REGION 4 


Southwestern Ontario 


Essex 
Kent 
Lambton 
Middlesex 
Elgin 
OxEord 
REGION 5 
Central/Bruce 
(Central Section) 
(Bruce Section) ViGrk 
Bruce Durham 
Huron Nipissing 
Grey Muskoka 
Perth Parry Sound 
Waterloo Victoria 
Wellington Haliburton 
Dufferin Peterborough 
Simcoe Northumberland 
REGION 6 


Northwestern Ontario 


Kenora 

Algoma 

Cochrane 

Manitoulin 

Rainy River 

Sudbury Regional Municipality 
Thunder Bay 

Temiskaming 

Sudbury 


APPENDIX A concluded 
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APPENDIX B 


TORONTO 


1971 
CT 526 


ED 554 


eu Ble = 


Compcan Researcw ASSOCIATES LTDe 


RESPONDENT SELECTION GRID 


GRID #1 


TABULATE AS USED? 

































2 
2 [1 AouLT|2 sours [5 aoucrs 
a Youncest |Youncest 
n WomMAN 
S WomMAN WoMAN WomAN 
ro) OLoest 
36 
2 oy ne 
le 2 OLoEsT 

MAN 









YounGEST 
MAN 






5 


OR 
MORE 


OF MEN 





NO. 


GRID #2 


TABULATE AS USED? 


1N HOUSEHOLD 


OF MEN 


NO, 





GRID #3 


TABULATE AS USED: 












eee eee 
oO WomMAN 
WomMAN WoMAN Woma 
YOUNGEST 
ME COME eat tt lt oa 
MAN MAN MAN 
i eae ote Ie 





|N HOUSEHOLD 







OF MEN 





YounGesT 
MAN 


GRID #% 





NO. 


TABULATE AS USED: 











WOMAN WOMAN WOMAN 
ee oe 
WomMAN 
a iad a 
MAN WOMAN 
O_oest jWoMAN OR 
Man YouNnGgest 
WOMAN 















OF MEN IN HOUSEHOLD 


Man 





APPENDIX C 


GRID #5 


TABULATE AS USED? 
































(eo) 
J ealart 
2 Taouct |2 anoutts | SAouLTs |'t on moRE 
re Ocvest | Youncest |Youncest 
= 

S WOMAN _ 
x= OLoest 
z 


WoMAN 








Zz 

WW MAN 
" Youncest| Otvest 
ro) Man 
fo) OLoest 
“ Man 





GRID #6 


TABULATE AS USED? 

















A 1 avutt |2avnucts |3aoucts OR MORE 
2 Youncest|Youncest| Otvest 
i WOMAN WomMAN WOMAN 
o OLoEST 
a : Man 

2 WOMAN 

OLvest 
z WomMAN 
Sa MAN 
z 
| 
bs OLvest 
u 
by, WOMAN 
Pp OLvest 
Cc 
S MAN 
GRID #7 
TABULATE AS USED: af 

fo 
a 
2) 0 
aa LDEST 
Q WoMAN 
So YounGestT 
x= Man W 
ze OMAN 
=_ OLvEST 
= Man MAN 
¥ ; Ocvest |Youncest 
Ss MAN MAN 

. OR YOouNnGEST 
S [more MAN 


GRIDS ARE NUMBERED 1 TO 7. 

Beatn with Grio # TO SELECT 
YOUR FIRST RESPONDENT$ THEN USE THE 
NEXT GRID TO SELECT YOUR SECOND 
RESPONDENT, ETC. WHEN YOU REACH 
Grio #7 ao Back ro Grio #1 AND USE 
1N SEQUENCE. As EACH Grid 1S USED 
TABULATE IN THE SPACE PROVIDEDes 





ADULTS ARE HOUSEHOLD memBERS 18 
YEARS OF AGE AND OVERe - 


Dati 


APPENDIX D 


CODE SHEETS FOR VERBATIM QUESTIONS 


Q. l(c) Is there any issue not on these lists which you 
believe should have a very high priority for 
government? What? 





Oehgeb Al 
Co els 
Code 
Unity, separatism, Quebec Je 
Government restrictions on business 2 
Retirement 8 
Coste Or Living 4 
Health care 5 
Housing 6 
Education ws 
Homosexuals 8 
Packaging 9 
Electoral laws 0 
All other issues aD 
No other issues GD 
Of 7(b) What was Lt? 
Caray2 
CC. 2h 
Code 





Poor repair service 

Poor service 

Defective product, part 
Wrong product in package 
Poor workmanship 
Gebtingwproduct “eplaced 


Delay in delivery 


I: 
2 
3 
4 
5 
6 
e| 
All others CD 


Oo There are various laws to protect the consumer. 
Offhand, which ones are you aware of? Any others? 


Cardu2 

Cass 

Code 
Cooling off period 


Truth in advertising, 
against false advertising 


Guarantees, warranties 

Better Business Bureau 

Canadian Standards Association (CSA) 
Food labelling, labelling, weights 
Food and Drug Act 

Food standards, grading 

Consumer Protection Act/Bureau 
Automobile safety standards 

All others 


Don't know/not aware/did not state 


QQ-cesauveen + 


APPENDIX D continued 


Q. 26(b) Tenant protection - What other things? 


Cards 
Com 
Code 





General maintenance, repairs, 
upkeep 


Security,” protection 
Theft, vandalism 


Illegal entry, trespassers, 
privacy 


8} 
4 
Unsafe conditions, safety 5 
Screening, choosing tenants 6 
Behaviour of tenants 7 
Noisy, rowdy tenants, riff-raff 8 
Sanitation, health, pest control 9 
Heat, hot water, water 0 
Parking facilities | Gi) 
GD 


Storage facilities 


Leases Ag 


Unfair eviction/termination 
of lease 


Discrimination, prejudice 


Return of deposits/interest 
on deposits 


uy 
4 
Painting, decorating é 
Charges for painting, repairs 6 
Water/fire damage 7 
Sound-proofing, noise control 8 
Snow removal 9 
Harsh, unnecessary rules 0 
All others a 


Don't know/did not state 


APPENDIX D concluded 
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Urean ( )6-1 


APPENDIX E 
Provect #78-010 
ne 
5a 
Rurac ( )-2 6- 

















RESPONDENT 
NAME : = INTERVIEWER: 
RESPONDENT 
ADDRESS: Chie 
RESPONDENT DATE OF INTERVIEW: 
TELEPHONE NO.: 
CT# INTERVIEW TIME: START wee 
one FINISH 
Mace ( )8=1 PEMALE) 10 )=CmrO= 
INTRODUCTION: Hevto! I'm oF CompLAN RESEARCH. WE ARE DOING 
A STUDY ON ISSUES AND WOULD LIKE TO INTERVIEW A MEMBER OF YOUR 
HOUSEHOLD. FIRST OF ALL, SO THAT | MAY SELECT THE RESPONDENT, 
WOULD YOU TELL ME HOW MANY ADULTS 18 YEARS OF AGE AND OVER LIVE 
IN THIS HOUSEHOLD? 
(CONTINUE WITH RESPONDENT SELECTION USING GRID) 
(WHEN DESIRED RESPONDENT OBTAINED, RE-INTRODUCE, IF NECESSARY, 
AND CONTINUE ) 
WE WOULD LIKE TO GET YOUR PERSONAL OPINION ON SOME CURRENT !SSUESe 
LeT ME ASSURE YOU YOUR ANSWERS WILL BE CONFIDENTIAL AND USED TO 
FORM A STATISTICAL REPORT. 
(IF DESIRED RESPONDENT NOT AT HOME, ASK WHEN EXPECTED TO BE AT 
HOME AND OBTAIN TELEPHONE NUMBER) 
Time EXPECTED? 
1.(a) HERE 1S A LIST OF ISSUES FACING US TODAY. (HAND RESPONDENT CARD 1) 
WHICH THREE OF THESE ISSUES CONCERN YOU PERSONALLY THE MOST? (RECORD BELOW) , 
(8) ANO WHICH THREE DO YOU BELIEVE SHOULD HAVE THE HIGHEST PRIORITY FOR 
GOVERNMENTS? (RECORD BELOW) 
Q.1(a) Q.1(8) 
PERSONAL GOVERNMENT 
PRIORITY PRIORITY 
ABORTION (6 ee" ( )11=1 ' 9- 
Cost OF HEALTH CARE (ee Cy 62 
EpucaTIon (Ga cos Gein 
ENERGY () -4 () -4 10- 
Env I RONMENT ©) =5 GQ) a> 
FAIR DEAL FOR CONSUMERS ( ) -6 () -6 
GOVERNMENT SPENDING )F=7 () -7 Ae 
IMMIGRATION ( ) -8 () -8 
INFLATION ( )10=1 ( 12-1 
! 
‘LAW AND ORDER (Cae a e2 
Lower TAXES Cy 53 () -3 oe 
NATIONAL SECURITY CQ eh Gaye 
PENSIONS () -5 C oy 
PuBLic SAFETY (Ch eS (Oo EG 
UNEMPLOYMENT re? 7, 
(c) IS THERE ANY ISSUE NOT ON THESE LISTS WHICH YOU BELIEVE SHOULD HAVE A VERY 
HIGH PRIORITY FOR GOVERNMENT? 
[Eee YESSMAUaEW HiACTia 
13—< 


Ze 


ON THIS CARD WE HAVE A LIST OF THINGS. Some OF THESE ITEMS CONCERN SOME 
CONSUMERS BUT NOT OTHERS. (HAND RESPONDENT CARD 2) WuHICH ONES CONCERN 
YOU ANDO HOW MUCH? THE CARD LISTS DEGREES OF CONCERN TO ASSIST YOUe 





Not 
AT ALL 
Extremety Mooeratety Not Too CON= Don't 
CONCERNED CONCERNED CONCERNED CERNED KNOW 
Food PRICES ( )14-1 ( )-2 ( )-3 (( dyeth @)=E9 
THE HIGH PRICES OF MANY 
PRODUCTS - OTHER THAN FOOD ( )15-1 ( )-2 ( )-3 WBS 3 
THE POOR QUALITY OF MANY 
Bae CViG-1- (3-2 kee Ve aa OR 
THE FAILURE OF MANY 
COMPANIES TO LIVE UP TO ei 
CLAIMS MADE IN THEIR Oa ( )-2 3 C4 ()-9 
ADVERTISING 
THE POOR QUALITY OF AFTER= 
SALES SERVICE AND REPAIRS One=1 (9-2 Pe het C29 
MiSLEADING AND CONFUSING 
ens ( )19-1 (_:)-2 (@)=3 ( deh G)=E9 
INADEQUATE GUARANTEES OR 
SSE SS ( )20-1 )=2 @)=3 ( dah 259 
Not ENOUGH INFORMATION 
ABOUT DIFFERENT PRODUCTS (C ORES (@)=2ee (23 ( )-4 29 
AND SERVICES 
NoT KNOWING WHAT TO DO IF 
SOMETHING 1S WRONG WITH A ( )22=1 ( )-2 ( )-3 ( )-4 ( )-9 
PRODUCT YOU HAVE BOUGHT 
Too MUCH ADVERTISING ( )23-1 ( )-2 ( )3 ( )-4 ( )-9 
Cost OF RENTING OR OWNING ( 24-1 Gp Cis : ( )-4 ( )-9 
A HOUSE OR APARTMENT 
Too MUCH CREDIT AVAILABLE ( )e5-1 ( )-2 C )=3 ( )-4 COF9 
Too MUCH PACKAGING ( 26-1 ( }e C)-3 ( )-4& ( )-9 


HERE 1S ANOTHER CARD LISTING SOME STATEMENTS MADE BY SOME CONSUMERS. (HAND 
RESPONDENT CARD 3) For EACH ONE PLEASE TELL ME IF YOU AGREE OR DISAGREE 
WITH THE STATEMENT. 


HAVE HAD 
NO 
AGREE O1isSAGREE DEALINGS 
1) VeRY FEW PRODUCTS BREAK OR GO 
z 2 
WRONG SOON AFTER YOU BUY THEM 27 See Ree) 
2) Most ComMPANIES HANDLE COMPLAINTS ( 8-1 ( 2 Ns 
PROPERLY 
3) It's very DIFFICULT TO GET CAR © ‘ 
INSURANCE CLAIMS SETTLED FAIRLY a ( ye ee) 
4) THERE ARE TOO MANY DANGEROUS : ( )30-1 ( }2 (3 
PRODUCTS ON THE MARKET 
5) THERE 1S NOT ENOUGH CREDIT 4-1 
AVAILABLE (% Stes C5 
6) Most CAR INSURANCE CLAIMS ARE ( B2-1 ( 2 ( 3 
SETTLED PROMPTLY 
7) CompuTER BILLING ERRORS ARE ( 33-1 ( de (3 


DIFFICULT TO HAVE CORRECTED 





CONSUMERS DEAL WiTM MANY DIFFERENT TYPES OF BUSINESS FROM TIME TO TIME. - OR 
EACH BUSINESS LISTEO, PLEASE GIVE ME Your OPINION ON THE TYPE OF JOB THEY DOs 
ON THIS CARD WE LIST THE INOUSTRIES AND A RATING SCALE FROM 1 TO 7, WHERE 11s 
EXCELLENT, 4 1S AVERAGE ANO 7 1S VERY POOR. YOU MAY SELECT ANY NUMBER FROM 

1 10 7 DEPENDING ON HOW You FEEL. (HAND RESPONDENT CARD 4) 

INTERVIEWER NOTE: Ir A RESPONDENT GIVES A RATING OF Dy 6 on 7 FOR A 
susiness IMMEDIATELY ASK: 


A POOR RATING? 


WouLd YOU TELL ME WHY YOU HAVE GIVEN 
L (NAME OF BUSINESS) 


IS 1T BECAUSE YOU, YOURSELF, HAVE HAD A BAO EXPERIENCE WITH THEM OR BECAUSE 
YOU HAVE HEARO OF OTHER PEOPLE WHO HAVE HAD A BAO EXPERIENCE WITH THAT 


INOUSTRY? ee 
HAve 
Seat 2 
NO Per- Hear- Don't 
(CIRCLE ANSWER) DEALINGS [SONAL _SAY_ _KNOW 
34- 
DEPARTMENT STORES 3 steeds 67 C2) Cd-teeC dra (.)-9 35 
SMALL SHOPKEEPERS Re GW Sie (60 ger ( ) ( )-1 ( )-2 ( )-9 oe 
Food SUPERMARKETS 3 ke (§" 6 "7 (a) ()-1 (22 (€ )-9) 38. 
eo 
Lire INSURANCE Siac: 5 ancoa ae () ( y2198@)22" (09 4o- 
COMPANIES 
44- 
GENERAL AND AUTO 3 hk 5 6 7 () ree Gb SR oe 42- 
INSURANCE 43- 
Mail OROER HOUSES Se Sp 6.07 C? (, )=4 ee C0-9 hu 
45- 
Auto MANUFACTURERS Si bees 5c Clee () ( )-1 ( 2 € OT Kee 
Home CONSTRUCTION Spt oy LOL C2 (Via G)-2 Gb ee 
REAL ESTATE BROKERS 37) 4aen5, 6 7 ( ) =e GS-9 4o- 
50- 
THE ADVERTISING i 5415 
abe Te Neato Oe () (1 (2 C29; oa 
GARAGES AND AUTO = 
coninnl faa Se SY Oty Ce) Ginger’ G22 0 3-8 4 
USED CAR DEALERS Be Lat eSheeGrs 37, (Gs) (AT Eek .| ae 
New CAR DEALERS So ely Seon () 24) 409-27 K-91 57— 
| 5B 
TRAVEL AGENTS Tish, Sau a aepaceeli a etme oa as 
TRUST COMPANIES Si ibe SSenGa 7: ( ) Ca) aan GC) -oa( )-9| 60- 
61- 
Home IMPROVEMENTS/ 62- 
ceamane Sie Oe Orne () ()-1 ( )-2 (0-9 e 
Door-T0-p0or SALES See SS M6. ere ) C Jere )42" CH=9 64- 
65- 
FINANCE COMPANIES 3 he 8. 6in7 ( ) @)214@)=28 © )=9 66- 
MANUFACTURERS OF 67- 
LARGE AND SMALL 34 (8S Sener. Cry C=C Jem C9; 685 
ELECTRICAL APPLIANCES : | 
| 69- 
70= 
Fale 
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5.(a) 


(8) 


(c) 


(o) 


(e) 


6.(a) 


IN THE PAST YEAR HAVE YOU HAD GOOD REASON TO COMPLAIN ABOUT A PRODUCT OR 
SERVICE? 














YES ( )72-1 NO ( )-2 SKIP TO Q.8 72- 
DE AMYES MS TASK: How MANY Times? (CIRCLE ONE) 
1 2 3 4 5 6 7 8 9 or MORE 73- 
DiO YOU ACTUALLY MAKE A COMPLAINT? 
YES (_- 74-1 GO TO Q.5(c) NO ( )-2 SKIP TO Q.5(0) (is 
How MANY THINGS HAVE YOU COMPLAINED aspout? (CIRCLE ONE) 
1 2 3 h 5 6 7 8 9 oR MORE 75- 
(SKIP TO Q.5(e) CARD 2 
2-2 
WHy not? (CHECK ALL MENTIONS) 
CouLon't BE BOTHERED 8- 
PROBLEM NOT IMPORTANT ENOUGH 
t 
Dion'T KNOW WHO TO COMPLAIN TO SKIP TO Q.8 
TAKE TOO MUCH TIME 
Too COMPLEX 
WouLON'T HAVE DONE ANY GOOD 
Orner (SPECIFY) 
IF MORE THAN ONE COMPLAINT , SAY: 
OF THE COMPLAINTS YOU HAD, LET'S TALK ABOUT THE MOST SERIOUS ONE. DIO You 
TAKE YOUR COMPLAINT TO ANY OF THESE? (HAND RESPONDENT CARD 5) 
IF NONE OF THESE, ASKe WHo? (RECORD UNDER "OTHER") 
MANUFACTURER © )9=1 Lawyer (Oa! Iie 
DEALER/RETAILER/STORE Gyig=2 OmBuDSMAN @i—c 
RETAIL STORE ( ) -3 TV/RADIO STATION i) 
BetTeER Business Buacau (BBB) ( ) 4 LocaL ELEGTED OFFICIAL ( y ats 
Cons. Assoc. or Canana (CAC) ( ) -5 CP AIRE /ALCERMAM) 10- 
TRADE ASSOCIATION (C2) “<2 
NEWSPAPER ACTION LINE coLumnN ( ) -6 
SPECIFY 
LETTER TO EDITOR () -7 Orner ( ) 
UTILITY COMPANY () -8 = ae 
(TELEPHONE, GAS, HYDRO) 
“WHAT WAS THE RESULT OF YOUR COMPLAINT? 
Money BACK/CREDIT NOTE ( WAS 
ITEM REPLACED/EXCHANGED ( 
EXPLANATION OF WHY HAD A PROBLEM ( 
fs) 
AcCOUNTING/CLERICAL ERROR CORRECTE ( GO TO 0.6(6) 
ITEM DELIVERED ( 
ITEM REPAIRED ¢ 
Apo.ocy ( 
Took COURT ACTION ( 
GAVE UP = COULD NOT GET SATISFACTION ( )12=1 Te- 
OTHER GO TO Q.7 
(SPECIFY) " 
No SETTLEMENT YET (9) =e 
(READ 
(p) How SATISFIED WERE YOU WITH THE RESULT OF YOUR COMPLAINT? WERE you? LIST) 
VERY SATISFIED ( 13-1 Nort Too SATISFIED ( )-3 13- 
FAIRLY SATISFIED Cire Nor ar ALL sATisFieo ( )-4 


7.(a) 


(8) 


STILL THINKING ABOUT YOUR MOST SERIOUS COMPLAINT, 


THESE CATEGORIES? 
(HAND RESPONDENT CARD 7 AND READ LIST) 


—- PRODUCT NOT AS DURABLE AS CLAIMED 


= QUALITY NOT AS ADVERTISED 


—- ADVERTISED PRODUCT NOT AVAILABLE 


—- PRODUCT MISREPRESENTED 


= DID NOT UNDERSTAND CONDITIONS OF SALE 


- SALESMEN PRESSURED ME 


—- BILLING ERROR 


ASK: 


IF NONE OF THE ABOVE, 


WHat was 117? (RECORD VERBATIM) 





DUBS Ut FLY: 





ASK ALL RESPONDENTS 


HERE 


1S A CARO WITH A LIST OF STATEMENTS. 


INTO ONE OF 


Pe eT oo ce oe a 


Ee 


(HAND RESPONDENT CARD 8) 


ONE PLEASE TELL ME WHETHER YOU AGREE OR DISAGREE 


1) 


2) 


3) 


4) 


5) 


6) 


7) 


8) 


9) 


10) 


THE ATTITUDE OF MOST STORES 
1S THAT "THE CONSUMER 1S 
ALWAYS RIGHT" 


CONSUMERS WOULD GET A BAD DEAL 
IF COMPANIES WERE NOT REGULATED 
BY GOVERNMENT 


Most MANUFACTURERS CARE ONLY 
ABOUT MAKING A PROFIT AND NOT 
ABOUT THE QUALITY OF THEIR PRODUCT 


THE CONSUMER MOVEMENT HAS HELPEO 
IMPROVE THE QUALITY ANO STANDARDS 
OF PRODUCTS ANO SERVICES 


THERE §S TOO MUGH GOVERNMENT 
REGULATION OF BUSINESS 


BusINneSS 1S BECOMING MORE AWARE 
OF SOCIAL RESPONSIBILITIES, SUCH 
AS POLLUTION ANO SAFETY 


THE ACTIVITIES OF THE CONSUMER 
MOVEMENT 1#N THE LONG RUN WILL 
LEAD TO TOO MUCH GOVERNMENT CONTROL 


GOVERNMENT FAVOURS BUSINESS 
MORE THAN CONSUMERS 


IN MOST CASES, !T'S USELESS 
COMPLAINING TO THE GOVERNMENT 
BECAUSE IT CAN'T OR WON'T DO 
ANYTHING ABOUT IT 


THE ATTITUDE OF BUSINESS TODAY 
1s "Let THE BUYER BEWARE" 


AGREE 


@ e224 
( 23-1 
( 24-1 


( )25-1 
( )26-1 


( )27-1 


(_)28-1 


( )29-1 
( )30-1 


( )31-1 


DISAGREE 


( )-2 


(<2 


Not FAMILIAR 
WITH SUBJECT 


For EACH 
IN GENERAL WITH THE STATEMENT? 


( )-3 


G23 


21- 





| 


22- 





a 


9- 


10. 


11. 


12. 


How GooD A JOB HAS THE MEDIA DONE — THAT 1S, NEWSPAPERS, MAGAZINES, TV 


ANDO RADIO — IN INFORMING ANDO EDUCATING THE CONSUMER? WOULD YOU SAY = 
(READ LIST) 

A VERY GOOD JOB? ( ) 32-1 

A FAIRLY GOOD Jos? (ee) -2 

A FAIRLY POOR yoB? ( ) -3 

A VERY POOR JOB? ©)» -4 


Do you BELIEVE THERE 1S A NEED IN CANADA FOR A CONSUMER SPOKESMAN SUCH AS 
RatPH NADER? 


YES ( )33-1 NO @)=2 


Here 1S A CARD LISTING TYPES OF ACTIONS THAT CAN BE TAKEN FOR A CONSUMER TO 
GET SATISFACTION. (HAND RESPONDENT CARD 11) PLEASE RATE HOW EFFECTIVE YOU 
THINK EACH ACTION 1S ON A SCALE OF 1 TO 5, WHERE 1 IS EXCELLENT, 3 AVERAGE 
AND 5 PooR. YOU MAY SELECT ANY OF THE FIVE NUMBERS DEPENDING ON HOW YOU 
FEELe 


1) REFUSING TO DEAL WITH SPECIFIC 4 2 3 k 5 
COMPANIES OR NOT BUY THEIR PRODUCT 


2) GETTING CONSUMER REPRESENTATIVES 
ONTO SUPERVISORY AGENCIES SUCH 4 2 3 4 5 
AS MARKETING BOARDS 


3) TAKING MANUFACTURERS/DEALERS, 
1 2 5 eS 
ETC. TO COURT 
2 
4) WRITING OR PHONING ELECTED 
41 2 3 4 5 
REPRESENTATIVES 
5) GeTTING THE NEWSPAPERS/TV, ETC. 4 2 3 4 5 
TO PUBLICIZE THE ISSUE 
6) TEACHING CONSUMER EDUCATION IN 
1 2 5 4 5 
THE SCHOOLS 
7) GETTING CONSUMER REPRESENTATIVES 4 > 3 i 5 
ON COMPANY BOARDS OF DIRECTORS 
8) More CONSULTATION BETWEEN CON-— 1 2 3 i 5 
SUMER GROUPS AND GOVERNMENT 
"Sit-iNns'! OR OTHER KINDS OF 
9) iT-1 ER KI 4 > 3 rh 5 


PUBLIC DEMONSTRATIONS 


ON THIS CARD THERE ARE SEVERAL STATEMENTSo (HAND RESPONDENT CARD 12) For 


EACH ONE PLEASE TELL ME WHETHER YOU PERSONALLY AGREE OR DOISAGREEe Be cr 
————= oo N 


AGREE DISAGREE KNOW 
1) Most PEOPLE DON’T KNOW HOW TO 
USE CREDIT WISELY ( 43-1 Cse C29 
q 
(2) «It's CONVENIENT TO HAVE AT LEAST (ie C5 Ges 
ONE CREDIT CARD 
3) THere 1S LITTLE DIFFERENCE BETWEEN ( 45-4 @)s5 ( )_9 
VARIOUS BRANDS OF PRODUCTS 
g 
h) It 1S A GOOD THING PRODUCTS DON'T ( 461 C8 (a5 
LAST TOO LONG AS MORE PRODUCTION 
MEANS MORE JOBS 
5) ADVERTISING PROVIDES USEFUL ; 
INFORMATION ABOUT PRODUCTS ( 47-1 ( )-2 ( )-9 
6) Competi TION AMONG COMPANIES 15 
THE BEST WAY TO KEEP PRICES DOWN ( 48-9 ( )-2 Kae 
7) Most CONSUMER PROBLEMS RESULT ( 49-1 ( )_2 ( dg 


FROM THEIR OWN GCARELESSNESS : 


fe 


a4 


By) 


13. 


44, 


156 


16. 


HERE 1S A CARD LISTING VARIOUS ASPECTS oF coNnSUMERISM. (HAND RESPONDENT CARD 13 


Now |'b LIKE YOU TO THINK BACK 2 OR 3 YEARS ANO TELL ME FOR EACH ONE OF THESE 
ITEMS IF YOU BELIEVE THE SITUATION 1S BETTER OR WORSE TODAY THAN 1T WAS THEN 
OR HAS THERE BEEN NO CHANGE AT ALL? 


I'd ALSO LIKE YOU TO TELL ME FOR EACH ITEM HOW YOU EXPECT THE SITUATION TO BE 
IN THE NEXT 2-3 YEARS. 

(ASK RESPONDENT BOTH PARTS OF THE QUESTION FOR EACH STATEMENT BEFORE GOING ON 
TO THE NEXT ITEM) 




















PRESENT FuTure 
No No 
Better WoRSE CHANGE BETTER WORSE CHANGE 
1) INFORMATION ABOUT CONTENT OF ( )50-1( )-2 ( )-3 Csi (6. (71 0- 
PRODUCTS/WHAT MADE OF 
2) INFORMATION ABOUT HOW TO TAKE 
CARE OF /OPERATE/ASSEMBLE ( 51-10 )-2 (€ )-3 @)=S 27-65 @)7)51— 
PROOUCTS Fr 
3) SaFeTY TESTING OF PRODUCTS ()54=4 (2 Gea (25) Cn) 7a 52= 
4) HANDLING OF CONSUMER C ye2e1( 322 b3 he wn Coie en CRS eee 
COMPLAINTS BY BUSINESS 
5) Quatity oF PRODUCTS ANO ( )53-1( )-2 (:+)-3 Care 5 7 jhe 
SERVICES 
6) TREATMENT OF CONSUMER BY ( 54-1 )-2 (+23 Cost tose J715S3 
BUSINESS 
7) MISLEADING CLAIMS ABOUT C5540 )eanie es Cas Ube o7lseo 
PRODUCTS 
8) GETTING THINGS REPAIRED 7 
HN age ( )56-1( )-2 ( )-3 GOEBL MHS. ( WN exe 
2) ESI eeet ee navn ( )57-1( )-2 (3 C)=5_ € )26 € )7 158- 
THINGS REPAIRED 
10) RELATIONSHIP BETWEEN 
CONSUMER AND BUSINESS Cea Wales tae Caoae Ganese 9 © Tkio- 
Some PEOPLE THINK THAT CONSUMER LAWS AND REGULATIONS INCREASE THE COST OF THE 
GOODS ANDO GERVICES. OTHERS DISAGREE ANDO THINK LAWS AND REGULATIONS SAVE THE 
CONSUMER MONEY.» WHAT DO YOU BELIEVE? 
Costs more ( )60-1 Saves money ( )-2 Don't know ( )-9 
OnE OF THE COMPLAINTS OF CONSUMERS TODAY 1S THE LACK OF FOLLOW UP SERVICES, 
SUCH AS WARRANTIES ANO GUARANTEES, ETC. Let'S SUPPOSE THAT IN ORDER TO HAVE 
THESE FOLLOW UP SERVICES, WARRANTIES, GUARANTEES, ETCe, IT WOULD COST YOU 1% 
MORE. WouLD You BE IN FAVOUR? (RECORD BELOW) | 
IF "YES" — ASK: WHAT IF THE cost was 5%? (RECORD BELOW) | 
IF "YES" - ASK: WHAT IF THE cost was 10%? (RECORD BELOW) | 
| 
1b, APY 10% : 
YES ( )61-1 ( )62-1 ( 63-1 61- 
NO ON s2 > eS (a2 j62- 
Don't Know @)i=9 G@) 9 Gia i63- 
‘hie 
IF YOU FOUND YOURSELF NEEDING INFORMATION ABOUT YOUR CONSUMER RIGHTS, WHERE i 
WOULD YOU GO FOR assistance? (DO NOT READ LIST) Any otners? | 
(CHECK ALL MENTIONS) 
GOVERNMENT — ONTARIO ( %4-4 Lawyer ( X-5 64 
- Feoerac () -2 FRIEND/RELATIVE ( 6 
Betrer Business Bureau () =3 Newsparer/TV/ravio ( 17 
CuHamper of Commence (C3) ah Banks ( 18 
Orner (SPECIFY) Don'y Know (( Dee 





17. 


18. 


19. 


20. (a) 


(8) 


21.(a) 


(8) 


(c) 


IF 
OR ASSISTANCE 
(DO NOT READ LIST) 


GOVERNMENT — ONTARIO 

- FEveRAL 
Better Business Bureau 
CHamBER OF ComMERCE 


Community | NFORMATION 
CENTRE 


OtHer (SPECIFY) 





YOU WERE MAKING A MAJOR PURCHASE, WHERE WOULD YOU GO TO 
IN HELPING YOU MAKE YOUR DECISION? ANYWHERE 
(CHECK ALL MENTIONS) 


ELSE? 


( )65-1 LawyverR ( 

ryt ss FRIEND/RELATIVE ( 
NewsPaPEeR/TV/ 

ODE Ss RADIO/MAGAZINES ( 

(oy lh STORES ( 
BANKS ( 

() -5 LisBRARY ( 
Don'T KNow ( 


) 
) 
) 
) 
) 
) 
) 


GET INFORMATION 


66-1 


-2 
=) 
-4 


THINKING OF YOURSELF AS A SHOPPER, DO YOU GENERALLY DO EACH ONE OF THESE 


THINGS AND IF SO, ALWAYS OR sometimes? (HAND RESPONDENT CARD 18) (READ LIST) 

Atways SOMETIMES Never 
ComMPARISON SHOP ( )67-1 (y=2 Cy) =3 
MAKE A BUDGET AND KEEP TO IT ( )68-1 (Ce (Ces 
Buy oN IMPULSE ( )69-1 Gmi=2 ( )-3 
USE A GROCERY SHOPPING LIST ( )70-1 Gy=2 ( )-3 
OVERSPEND ( )71-1 ( )-2 ( )-3 
Buy THINGS DON'T NEED ( )72-1 =e) ( )-3 


THERE ARE VAR 
AWARE OF? 


1OUS LAWS TO PROTECT THE CONSUMERe 


(RECORD VERBATIM) Any otTHERS? 


OFFHAND WHICH ONES ARE YOU 


UE nny ESE I Un nnn EUS UU 


a 


How INTERESTE 
WouLD YOU SAY 


How INTERESTE 
you say - (R 


Here 
CHECKOUTS. 
RESPONDENT CA 


Now |I"b LIKE TO TALK ABOUT THE ELECTRONIC SCANNING SYSTEMe 


0 DO ¥OU BELIEVE BUSINESS GENERALLY 


- (READ LIST) (RECORD BELOW) 
Q.20(a) 
Business 
VERY INTERESTED? ( )74-1 
FAIRLY INTERESTED? () -2 
NOT TOO INTERESTED? => 
NOT AT ALL INTERESTED? @) -4 


0 DO YOU BELIEVE THE GOVERNMENT 1S 


EAD LIST) (RECORD ABOVE) 


1S IN CONSUMER NEEDS? 


Q.20( B) 
GovERNMENT 


( )75-1 
(Co) <2 
(geo 
Gh bees 


1N CONSUMER NeEDS? WouLD 


1S A CARD LISTING SOME NEW SYSTEMS BEING CONSIDERED FOR SUPERMARKET 


WHICH, IF ANY, OF THESE HAVE YOU HEARD OF BEFORE TODAY? (HAND 
RD 21A). 

1) DETAILED TAPE ( )8-1 

2) ELECTRONIC SCANNING () -2 

3) ‘cents off" couPON () -3 


WHICH OF THESE THINGS DO YOU THINK WILL HAPPEN WITH THIS system? (HAND 


RESPONDENT CA 


How IMPORTANT 
A SUPERMARKET 


RD 21B) 
1) FASTER CHECKOUTS ( )9-1 
2) BETTER INVENTORY CONTROL () -2 
3) INSTALLATION CoST PASSED ON TO CONSUMER Ors 
4) sysTEM WILL ALLOW FOR FREQUENT PRICE cHANces ( ) —-4 
5S) vETAILED RECEIPT TAPES Gees 
6) REMOVAL OF PRICES Gr=6 
1S IT TO YOU THAT PRICES APPEAR ONEACH ITEM YOU PURCHASE IN 

t¢ 

VERY IMPORTANT ( )10-1 °° 

FAIRLY IMPORTANT (>) 2 

Not Too IMPORTANT () -3 

NoT AT ALL IMPORTANT () -4 


63 


65- 


66- 


67- 
68- 
69- 
70- 
(Ale 
ee 


74 


UD 


CARD 3 
7-3 


8. 


(REREAD DESCRIPTION) 


22.(a) Do you BuY YOUR CAR INSURANCE DIRECTLY THROUGH AN INSURANCE ComPANY OR 


(8) 


PAY, 


(8) 


2k, 


256 


26.(a) 


(8) 


THROUGH AN AGENT WHO REPRESENTS A NUMBER OF INSURANCE COMPANIES? 


Q.22(a) Q.22(8) 


Aura = Hone 
Direct ( )11=1 ( )12-1 
AGENT Gi “<2 Cee 
Don'T HAVE (oh ee ©) 3 
Not sure/oon'T know () -9 (Oy 8) 


NoW, WHAT ABOUT YOUR HOME INSURANCE? (RECORD ABOVE) 


(RECORD BELOW) 


WHEN BUYING AUTO INSURANCE WERE YOU OFFERED VARIOUS ALTERNATIVES ON SUCH 


THINGS AS PRICE, AMOUNT OF DEDUCTIBLE, AMOUNT OF COVERAGE, ETCe? 


Q.23(a) Q.23(8) 





(RECORD BELOW 








Auto Home 
Yes ( )13-1 ( )14-1 1b ae 
NO (CQ) =e Ge =e ae 
Not sure Coe => () <3 
WHAT ABOUT YOUR HOME INSURANCE? (RECORD ABOVE) 
DIO YOU SHOP AROUND WITH OIFFERENT AGENTS OR COMPANIES OR p1D You GO THROUGH 
ONE PERSON ONLY FOR YOUR AUTO INSURANCE? YOUR HOME INSURANCE? (RECORD BELOW) 
Auto Home 
SHOPPEO AROUND ( )15=1 ( ) 16-1 a 
ONE COMPANY ONLY (xp rr () -2 
RENT CONTROLS ARE DUE TO END LATER THIS YEAR» UNDER CONTROLS LANDLORDS HAD 
To APPLY TO THE RENT Review BoarRD IF THEY WISHED TO INCREASE RENTS BEYOND 
THE GUIDELINE. WHICH OF THESE OPTIONS WOULD YOU PREFER? 
(HAND RESPONDENT CARD 25) 
- RENT conTRots stay ‘AS 1s! (Cy S25! 17= 
— WO CONTROLS AT ALL Gee 
= ESTABLISH A BOARD WITH AUTHORITY TO ) 3 
MEDIATE RENT INCREASES AND OTHER LANDLORD/ 4 
TENANT OISPUTES 
—- HAVE TENANT ASSOCIATIONS WITH POWERS TO €) rm 
NEGOTIATE WITH LANDLORDS . 
IN YOUR OPINION DO TENANTS NEED TO BE PROTECTED OTHER THAN FOR RENT INCREASES? 
YES ( ) 18-1 GO TO Q.26(8) NO ( )-2 SKIP TO Q.27 18- 
WHAT OTHER THINGS? (RECORD VERBATIM) 19- 
20- 
FINALLY, A FEW QUESTIONS ABOUT YOU TO HELP US CLASSIFY YOUR ANSWERSe 
INTO WHICH OF THESE AGE GROUPS DO You BELonc? (HAND RESPONDENT CARD 27) 
18 - 2h years ( )21-1 4o - 44 years (€ We. 21- 
25 - 29 years () --2 45 ~ 49 years ( )-+6 
30 - 34 years () 3 50 - 59 years ()-7 
35 - 39 vears () + 60 vears oF ()3 


AGE AND OVER 


28. 


29. 


31. 


3260 


33-6 


3h. 


How MANY AvuLTS 18 AND OVER LIVE IN YOUR HOUSEHOLD? 2e- 
How MANY TEENAGERS 13 - 17 LIVE IN YOUR HOUSEHOLD? Does 
How MANY CHILOREN 6 ~ 12 LIVE IN YOUR HOUSEHOLD? ake 
How MANY CHILOREN UNDER 6 LIVE IN YOUR HOUSEHOLD? 25- 
26- 
Live IN — HoUSE ( )27-1 
—- APARTMENT/FLAT (@ p32 
275 
—- TOWNHOUSE (2) eS. 
— DUPLEX Ge) ees 
OTHER 
(SPECIFY) 
Do you oR YOUR PARENTS OWN OR RENT YOUR HOME? 
Own ( )28-1 RENT (=? 28- 
Are you A Member oF — (READ LIST) 
YES NO 
Consumers ASSOCIATION? ( )29-1 ( )-2 29- 
RATEPAYERS ASSOCIATION? ( )30-1 ( )-2 30- 
Creoit UNION? ( )31-1 ( -)-2 31- 
WHAT 1S YOUR MARITAL STATUS? 
MARRIED ( )32-1 Divorceo/sePARATED ( )-4 z2e 
SINGLE () -2 OTHER 
PECIFY) 
WIDOWED CO) S53 (s 
WHICH OF THESE CATEGORIES BEST DESCRIBES YOUR LAST YEAR OF FORMAL EDUCATION? 
(HAND RESPONDENT CARD 33) 
SomE GRADE SCHOOL ( )33-1 33- 
ComPLEYED GRADE SCHOOL (= 
PART HIGH/TECHNICAL SCHOOL (C2) os 
ComPLETED HIGH/TECHNICAL SCHOOL (a) 4 
PART COMMUNITY COLLEGE (GP) 5 
ComMPLETED COMMUNITY COLLEGE (Cy <6 
PART UNIVERSITY 7, 
ComeLeTeD UNIVERSITY (Co) ate 
PosT GRADUATE UNIVERSITY (2) ee 
Otner (SPECIFY) 
WHAT 1S YOUR OCCUPATION? 
KIND OF JOB: ee ee ee ee ee 


65 


wot 


B50 


36. 


376 


38. 


396 


ARE YOU THE CHIEF WAGE EARNER IN YOUR HOUSEHOLD? 
YES (36-1 GO TO Q.38 No  ( )-2 GO TO Q.36 36- 
IF "NO", ASK: 


WHICH OF THESE CATEGORIES BEST DESCRIBES THE LAST YEAR OF FORMAL EDUCATION 
OF THE CHIEF WAGE EARNER? (HAND RESPONDENT CARD 36) 





SomME GRADE SCHOOL ( 37-1 37- 
ComPLETED GRADE SCHOOL 2 
PART HIGH/TECHNICAL SCHOOL (Ce) iev=s 
ComPLETED HIGH/TECHNICAL SCHOOL (oe) seek: 
PART COMMUNITY COLLEGE (es 
ComPLETED COMMUNITY COLLEGE Go tes 
PART UNIVERSITY CO) ae 
ComMPLETED UNIVERSITY "a9 -8 
PosT GRADUATE UNIVERSITY (>) Xo) 
Orner (SPECIFY) 
WHAT 1S THE OCCUPATION OF THE CHIEF WAGE EARNER? 
KINO oF vos: : 38- 
TYPE OF BUSINESS: 39- 
WHICH COUNTRY WERE YOU BORN IN? 
CANADA ( )40-1 West INDIES ey =5 Lo- 
BRITISH Istes () -2 AFRICA io jelsin’ 
U.S.A. Cp) as ASIA ( )-7 
Europe () -4 OtHer (SPECIFY) 


AND THE FINAL QUESTIONS WHICH OF THESE GATEGORIES BEST DESCRIBES YOUR 
TOTAL 1977 FAMILY INCOME BEFORE TAxES? (HAND RESPONDENT CARD 39) Simpcy 
TELL ME THE LETTER OPPOSITE THE APPROPRIATE CATEGORY. 


A. Unoer $10,000 ( 44-4 hee 
Be $10,000 - $14,999 di ne2 
C. $15,000 - $19,999 -3 
D. $20,000 - $24,999 -4 
E. $25,000 ano over 


REFUSED 


Fl a ee a ee 
wevevvv wv 
i} 
uw 


Don'T KNow 


THANK YOU FOR YOUR COURTESY AND PATIENCE! 


hie ue 4s ney 


7 wit 
ay) eure 
, " 


i dy) ae » Ay 
Vr eae: @ TePany | 
ini een ie ea ty 
i" fe A) 7 ie aie Ye i, I J 


Ware tay 
mie 2 el 


a 


, © 
‘teh 





ISBN 0—7743—2877—0 


8/73) ).oM 


L 96V69PLL LOZL € 


TT 





